The purpose of this research is to investigate the role of social and personal dimensions in predicting sustainable intention to use a social networking site (SNS). We propose and test an integrative SNS acceptance model based on the theory of planned behavior (TPB), the technology acceptance model (TAM), and the social influence theory. Included in the model are the attitudes toward the use of a SNS, the subjective norm, prevalence of information cascades, and the perceived behavioral control as antecedents of intention to use a SNS. An empirical analysis was conducted using data collected from a questionnaire survey with 228 college students in Korea, and it yielded the following findings. First, the two social dimensions, namely subjective norm and information cascade, were each found to have a significant positive relationship with behavioral intention to use a SNS. In particular, information cascades turned out to have a stronger impact than the remaining two antecedents to behavioral intention to use a SNS. Second, perceived usefulness and perceived ease of use were found to have a significant positive influence on the attitude toward SNS use.
Introduction
A social networking site (SNS) is recognized as a website that promotes social interactions among people using information technology. The SNS is now in widespread use due to the rapid advances of the wireless Internet technology and the explosive growth of smartphone users. According to a recent report from Statistica [1] , the number of active worldwide users of Facebook, a popular SNS, is over 2.1 billion as of January 2018. It is expected that the number will continue to rise as the use of mobile devices is ever-growing.
In the midst of widespread use of SNS, there has been unusual interest among researchers in SNS related topics. A number of studies have attempted in recent years to identify the factors influencing the intention to use or reuse a SNS. Drivers of SNS usage are various: for example, social interaction [2, 3] , shared value [2, 3] , perceived enjoyment [4] , and social capital [5] . Despite these related studies, researchers have not devoted much attention to the examination of SNS use from a cultural perspective. Only a couple of studies [6, 7] tried to address the issue, as they compared the use of SNS across two different cultures. In an oriental culture, collectivism plays an important role [7] . Hofstede [8] defines collectivism as the degree to which people in a society are integrated into groups. Given the related studies, social factors, including social norms, would likely have an important influence on the intention to use a SNS, especially in a collectivistic culture.
Meanwhile, there exist a few studies that examined social characteristics as determinants of a user's acceptance and use of information technology. A strong social bond has greater effect on technology acceptance than a weak social bond [9] . Characteristics of a social relationship may present social pressures that may influence the adoption and use of a SNS. For example, researchers have noted that subjective norm, the perceived social pressure to perform or not to perform the behavior, can exert an influence on an individual's behavior [10] . In particular, we pay attention to information cascades as a social influence in this research. Information cascade is a key concept that can help explain the herding behavior where individuals learn and behave by observing the actions of others [11, 12] , and has been recognized as a determinant of a user's acceptance of a new information technology [13] . Hence it would be important to explore the role of social dimensions in a user's acceptance and use of a SNS.
This research has been motivated by the need to close the gap of existing research by incorporating social factors into a SNS acceptance model. We divide the antecedents of SNS acceptance intention into two categories, social dimensions and personal dimensions, and investigate their impacts on the intention to use a SNS. To this end, we established the following two research questions. To find answers to the above research questions, this study aims to develop and validate an integrative SNS acceptance model that encompasses personal and social dimensions. The rest of the paper is organized as follows. First, we go over the theoretical background related to technology acceptance. Second, we present an integrative model of SNS acceptance based on related theoretical models. Next, we conduct an empirical analysis to test the research model and hypotheses. Findings of this research are expected to contribute to the understanding of the factors leading to the adoption and use of a SNS.
Theoretical Background

Concept and Chacteristics of SNS
A SNS is defined as an online platform that people use to build social networks or social relations with other people who share similar personal or career interests, activities, backgrounds, or real-life connections [14] . A SNS provides web-based services that allow individuals to (1) construct a public or semipublic profile within a system, (2) articulate a list of other users with whom they share a connection, and (3) view and traverse their list of connections and those made by others within the system [15] . While a SNS enables individuals to share information by strengthening an existing network of friends or creating a new network, it can also be used as a means of expressing personal thoughts or ideas that cannot otherwise be presented to others. Furthermore, a SNS makes it possible to run a virtual community that focuses on a specific area of interests. Today SNS's increasingly go beyond promoting social relationships among individuals and serve as a marketing tool to expose a company or product brand to the users of a SNS. Examples of widely used global SNS include Facebook, Twitter, Youtube, and Linkedin.
A SNS is web-based software, and thus exhibits certain characteristics at the software level. Smith [16] characterizes SNS software as having seven attributes. First, 'identity' is a way of uniquely identifying people in the system. Second, 'presence' is a way of knowing who is online, available, or otherwise nearby. Third, 'relationships' is a way of describing how two users in the system are related (e.g., in Flickr, people can be contacts, friends, of family). Fourth, 'conversations' is a way of talking to other people through the system. Fifth, 'groups' is a way of forming communities of interest. Sixth, 'reputation' is a way of knowing the status of other people in the system (e.g., Who is a good citizen? Who can be trusted?). Finally, 'sharing' is a way of sharing things that are meaningful to participants (like photos or videos).
Technology Acceptance Theories
Theory of Reasoned Action
Theory of Reasoned Action (TRA) is a widely-known model of human persuasion proposed by Fishbein et al. [17] . The theory is designed to explain the relationship between attitudes and behaviors within a human action. TRA predicts how individuals will behave based on their prior attitudes and behavioral intentions. It expresses the relationships among behavior, attitude, and beliefs as a mathematical equation: BI = w 1 (AB) + w 2 (SN). BI (Behavioral Intention) is a function of both attitude toward performing the behavior (AB) and subjective norms (SN) toward performing that behavior; w 1 and w 2 are empirically derived weights.
TRA suffers from limitations. First, it does not clearly explain the relationship between attitudes and subjective norms. While the model presumes that attitudes and subjective norms are variables independent of each other, the one may influence the other. Second, the theory postulates that behavioral intention, once formed, will lead to a behavior. However, successful attainment of the intention may be affected by many variables, thus creating uncertainty.
Theory of Planned Behavior
The theory of planned behavior (TPB) is a model extended from TRA that suffers from the limitation that the behavioral intention alone cannot predict a behavior. Ajzen et al. (1986) added another antecedent of behavioral intention, perceived behavioral control (PBC), to improve the predictive power of TRA. TPB is a model that focuses on explaining behavioral intention in mathematical terms. It uses an equation expressed as BI = f[w 1 (AB) + w 2 (SN) + w 3 (PBC)] where w 1 , w 2 , and w 3 are the weights assigned to the three antecedents to behavioral intention.
Since TPB had been introduced, a number of related studies have been conducted. Pavlou and Gefen [18] used TPB to identify drives of e-commerce adoption. Similarly, Herrero Crespo and Rodríguez Del Bosque Rodríguez [19] used TPB to examine factors that lead consumers to adopt B2C e-commerce. In addition, Merikivi and Mantymaki [20] used TPB to understand why people continue to use social virtual worlds. Our research wishes to examine drivers of the use of Facebook using TPB too.
Technology Acceptance Model
The technology acceptance model (TAM) was first proposed by Davis [21] , it is a theoretical model developed to uncover the factors influencing the employee's adoption of the information technology that an organization introduced to improve its business performance. TAM is one of the most influential extensions of Ajzen & Fishbein's TRA. TAM theorizes that perceived usefulness (PU) and perceived ease of use (PEOU) are antecedents to attitude for the adoption of a technology and are determined by external factors. According to Davis [21] , perceived usefulness is defined as the degree to which a person believes that using a particular system would enhance his or her job performance, whereas perceived ease of use is defined as the degree to which a person believes that using a particular system would be free from effort. PU and PEOU are also research constructs used in diffusion of innovation theory, and are regarded as perceived characteristics commonly used to explain the adoption of an innovation [22, 23] . Subsequently, TAM has been updated and expanded to address some shortcomings. TAM2 [24] extended the original TAM model to reflect social influence (subjective norms, voluntariness, and image) and cognitive instrumental processes (job relevance, output quality, result demonstrability, and perceived ease of use). Meanwhile, Venkatesh, et al. [25] proposed the unified theory of acceptance and use of technology (UTAUT). In UTAUT, behavioral intention is predicted by four antecedents, including performance expectancy, effort expectancy, and social influence, while use behavior is influenced by behavioral intention and facilitating conditions [25] .
Social Influence Theory
Social influence has been regarded as a key theme in the field of social psychology, and is concerned with how an individual's attitudes, beliefs, and subsequent actions and behaviors are affected by referent others [26] . Social influence theory theorizes how the change in attitude and behavior occurs by social influence [27] . Deutsch and Gerard [28] state that there are two categories of psychological factors driving an individual to conform to the expectations of others; namely, normative and informational social influence. These include our need to be right (informational social influence) and our need to be liked (normative social influence).
Normative Social Influence
Normative social influence is defined as an influence to conform with the positive expectations of another [28] . This is the tendency to conform to the expectations of others [29] . The power of normative social influence stems from the human identity as a social being, with a need for companionship and association [26] . Thus, normative social influence leads an individual to conform in order to be liked and accepted by others [26] . Fundamentally, it involves a change in behavior that is deemed necessary in order to fit in with a particular group. The key motivation for the conformity to the normative social influence is the realization of a reward or the avoidance of a punishment or the enhancement of his or her self-image [29] . This type of social influence often leads to people exhibiting public compliance of the group's social norms in order to be accepted by the group. Normative beliefs are concerned with the likelihood that important referent individuals or groups approve or disapprove of performing a given behavior [10] . Normative social influence from a referent to conform to the referent's own judgment may be thought of as an internalized social process in which that referent holds expectations of an individual with regard to his own behavior [27] [28] [29] .
The group's social norms tend to present social pressures to an individual. Research shows that the pressure to bend to normative influence increases for actions performed in public, whereas this pressure decreases for actions done in private [30, 31] . In recent years, a number of studies [19, 32] were conducted to build and validate a model of IT acceptance around a subjective norm, a construct conceptually close to social norms. For example, these studies each presented a model of e-commerce adoption to identify the factors including subjective norm that can predict a buyer's attitude, and then purchase intention. However, most of these studies did not go beyond subjective norm to extend the model further.
Informational Social Influence
According to Deutsch and Gerard [28] , informational social influence is defined as an influence to accept information obtained from another as evidence about reality. An informational social influence would be accepted if it is perceived as being instrumental to the solution of some problem confronting the individual, or because it supports or adds to what the individual already believes about some salient aspect of his environment [29] . A lack of information, an ambiguous situation, or premature demands for action or decision lead the person to substitute seemingly competent information from others for his own search for direct evidence [33] . When making a purchase decision, a consumer is likely to accept informational social influence if he/she determines that information from others (e.g., product reviews) helps achieve the cost reduction goal [34] .
When the situation is uncertain to the extent that it is hard to make a right choice, the decision-maker may follow the decision of another person instead of making a decision using the information he/she has gained [11] . This phenomenon is also called herding, social learning, or the information cascade [12] . The information cascade concept has emerged from the studies including Banerjee [35] and Bikhchandani, Hirshleifer and Welch [11] . Information cascades occur when Internet users start passing on information they assume to be true, but cannot know to be true, based on information on what other users are doing. Although an individual could decide by direct analysis of the alternatives to choose from, this can be costly and time-consuming. Thus, a plausible solution to this problem would be to rely on the information of others. When a consumer is puzzled by the overwhelming amount of information in the market and believes that his/her personal decision is not solid enough to beat the decision made by a multitude, he/she would likely find it useful to abandon his/her own information and follow the multitude's decision [33] . Thus far, a variety of human tasks have been examined to observe the effect of information cascades including software/IT adoption [12, 13] and product evaluation [33, 36, 37] among others.
Research Model and Hypotheses
Research Model
The primary purpose of this research is to develop a conceptual model to predict the behavioral intention to use a SNS. A SNS is a web-based information system exhibiting the characteristics of an information technology. Thus it would be reasonable to construct a research model based on technology acceptance theories such as TPB and TAM. As we noted in the literature review, TPB is useful in identifying factors influencing the intention to use an information technology, while TAM is typically used to explore the antecedents to attitudes, one of such factors. On the other hand, the social influence theory focuses on explaining how an individual's behavior is affected by others' acts.
Therefore, we will use these three theories to identify the antecedents to the behavioral intention to use SNS services and develop a nomological network to explain the relationships between the behavioral intention and these antecedents. First of all, we used TPB to identify attitudes, subjective norm, and perceived behavioral control as antecedents to the behavioral intention to use a SNS. Furthermore, we employed the social influence theory to specify normative and informational social influence as predictors of the behavioral intention. Earlier, in the Literature Review, we noted that subjective norm [10, 38, 39] is regarded as a normative social influence. In addition, the information cascade [11, 37, 40] is conceptualized as an informational social influence. Therefore, we incorporated information cascades and subjective norm into our research model to highlight the role of social dimensions in the acceptance of a SNS. In addition, we included perceived usefulness and perceived ease of use as personal antecedents to attitudes toward using a SNS based on TAM. The above identified antecedents to the intention to use a SNS can be divided into personal dimensions and social dimensions. Attitude and perceived behavioral control are personal factors formed by a user's own cognitive process, whereas subjective norm and information cascade are social factors perceived as a result of observing others' behaviors around the user. The research model is presented in Figure 1 . 
Research Hypotheses
Antecedents to Attitude
Attitude, one of the constructs central to our research model, refers to the attitude toward performing a behavior, not one toward the behavior per se. Attitude is a key personal dimension influencing the behavioral intention to adopt and use a SNS. TAM fundamentally rooted in the theory of reasoned action postulates that an attitude can be predicted by a user's perceptions about a technology: namely, perceived usefulness and perceived ease of use. Numerous studies have been conducted to explore antecedents to attitude toward IT acceptance. The theoretical perspective of TAM would suggest that when a user perceives that the Facebook use may improve social relations with others and facilitates information sharing with others, the user is likely to develop a positive attitude toward using Facebook. Furthermore, if the user believes that minimal effort is needed to learn how to use Facebook, then the user will likely form a favorable attitude toward using Facebook. Based on the above line of reasoning, we propose the following hypotheses that predict that perceived usefulness and perceived ease of use will likely have a positive influence on attitude:
Hypothesis 1 (H1). Perceived usefulness concerning a SNS will be positively related to attitude toward SNS use.
Hypothesis 2 (H2). Perceived ease of use concerning a SNS will be positively related to attitude toward SNS use.
Antecedents to Behavioral Intention
TPB postulates that attitude, subjective norm, and perceived behavioral control are antecedents to behavioral intention. This theory has been widely applied and cited in numerous studies focusing on the prediction of behavioral intention. First, in social psychology attitude is an evaluation of an attitude object (e.g., person, object, event, activity, and idea) ranging from extremely negative to extremely positive [41] . Attitude is an important determinant of an individual's emotion and behavior. In particular, the effect of attitude on intention and behavior is a central theme in TRA, TPB, 
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Antecedents to Behavioral Intention
TPB postulates that attitude, subjective norm, and perceived behavioral control are antecedents to behavioral intention. This theory has been widely applied and cited in numerous studies focusing on the prediction of behavioral intention. First, in social psychology attitude is an evaluation of an attitude object (e.g., person, object, event, activity, and idea) ranging from extremely negative to extremely positive [41] . Attitude is an important determinant of an individual's emotion and behavior. In particular, the effect of attitude on intention and behavior is a central theme in TRA, TPB, and TAM. These theories posit that an individual performs a behavior associated with attitude. That is, when a person holds a positive attitude toward a given behavior, he or she ends up performing the behavior [17] . Then it would suggest that a user's attitude toward using a SNS will likely have a positive influence on behavioral intention to use the SNS. Based on these theoretical grounds, we propose the following hypothesis: Hypothesis 3 (H3). Attitude toward SNS use will be positively related to behavioral intention to use a SNS.
Second, perceived behavioral control is a concept originating from Bandura's self-efficacy theory. Bandura defined self-efficacy as the conviction that one can successfully execute the behavior required to produce the outcomes [42] . According to Bandura [42] , self-efficacy is the most important precondition for successful behavioral change. Similarly, perceived behavioral control is an individual's perceived ease or difficulty of performing a particular behavior [10] . According to Ajzen [43] , perceived behavioral control refers to people's perceptions of their ability to perform a given behavior. Perceived behavioral control is determined by the total set of accessible control beliefs, i.e., beliefs about the presence of factors that may facilitate or impede performance of the behavior. Hence, perceived behavioral control is known to be a key antecedent to behavioral intention [44] . In a recent study by Kang, et al. [45] , it was found that perceived behavioral control has a significant effect on online search attitude and behavioral intention to use e-coupons. Likewise, an individual who has a firm belief that he/she has the knowledge and competence necessary to use Facebook or another SNS is likely to perceive that the actual usage is under his/her own control. Therefore, perceived behavioral control is expected to have an influence on behavioral intention to use Facebook. This line of reasoning prompts us to formulate the following hypothesis.
Hypothesis 4 (H4).
Perceived behavioral control concerning a SNS will be positively related to behavioral intention to use a SNS.
Third, subjective norm is a concept that grew out of social norms widely studied by social psychologists. In sociology a norm is a shared expectation of behavior that connotes what is considered culturally desirable and appropriate [46] . Social norms are informal understandings that govern the behavior of members of a society. Likewise, subjective norms refer to the belief that an important person or group of people will approve and support a particular behavior [17] . Subjective norms are determined by the perceived social pressure from others for an individual to behave in a certain manner and their motivation to comply with those people's views [44] . For that reason, the higher the perceived expectations from the acquaintances, the stronger the subjective norm, and the stronger the subjective norm, the stronger the intention to perform that behavior. This line of reasoning leads us to formulate the following hypothesis.
Hypothesis 5 (H5). Subjective norm concerning a SNS will be positively related to behavioral intention to use a SNS.
Finally, an information cascade occurs when it is optimal for an online user, having observed others' actions, to follow the adoption decision of the preceding individual without regard to his/her own information [12] . This is likely to be a case when the user faces an uncertain situation. Here the chief motivation is to obtain knowledge from a credible source and reduce uncertainty [34] . Hence the user's reasonable choice would be to observe the social fad associated with SNS use and follow the fad to jump on the bandwagon. This "jumping on the bandwagon" phenomenon appears to be particularly evident with young adults. Since it is becoming increasingly hard for youngsters to maintain relationships with friends without using Facebook, Instagram, or other SNSs, there exists a very strong peer pressure leading a young user to use a SNS. Traditionally, the bandwagon effect in technology adoption has been examined by economists from the perspective of network externalities [47] . A network externality refers to the positive effect that an additional user of a good or service has on the value of that product to others. When network externalities are present, the value of a product or a service increases according to the number of others using it [48] . Online social networks existing on today's popular SNSs such as Facebook or Instagram increase in value to each member as more users join. For that reason, network externalities can create a bandwagon effect as the network becomes more valuable and more people join, resulting in a positive feedback loop [49] . Thus there will exist strong pressures that push offline social network friends who are already on an online social network to invite other members to join the online network using the SNS that they use. Based on these theoretical grounds, we propose the following hypothesis.
Hypothesis 6 (H6).
Information cascade concerning a SNS will be positively related to behavioral intention to use a SNS.
Measures
All the measures employed in this study were rated on a five-point Likert-type scale that ranged from 'strongly disagree' to 'strongly agree'. Table 1 shows the measures, their definitions, and their respective measuring items. [21, 25, 53] First, perceived usefulness is defined as the extent to which a user believes that using a SNS would enhance his or her social relationships with other people. Second, perceived ease of use refers to the extent to which a user believes that using a SNS would be free from effort and easy to use. Third, attitude is defined as a predisposition or tendency to respond positively or negatively towards using a SNS. Fourth, subjective norm is defined as perceived social pressure to comply with a behavior expected of a user by important referents. Fifth, information cascade is defined as perceived social pressure to conform to the behaviors of others as a consequence of exposure to their online behaviors on a SNS. Sixth, perceived behavioral control is defined as perceived ease or difficulty of using a SNS. Finally, behavioral intention refers to perceived likelihood that a user will use a SNS in the near future.
Research Method and Analysis
Data Collection and Research Method
A preliminary survey was conducted using Facebook users before the main survey to ensure that the questionnaire items are properly phrased. We used the survey results to revise and fine-tune the individual items that are either unclear or redundant.
The main survey was conducted for the duration of two weeks. A questionnaire has been distributed to a randomly chosen sample of 251 undergraduate and graduate students. A total of 228 valid responses have been received and used for data analysis. A five-point Likert scale was used to capture answers to survey questions. Data were analyzed for statistical tests of the measurement model and hypotheses using IBM SPSS Statistics 20.0 and IBM Amos Graphics 20.0. Amos Graphics is a visual statistical program specially used for Structural Equation Modeling, path analysis, and confirmatory factor analysis. Table 2 shows the profile of the sample. Males represented nearly 50% of the total respondents. As to the duration of Facebook use, 47.8% were 1~2 years, 24.1% were 2~3 years, and 12.7% were less than 1 year. This indicates that Facebook use is increasing among Korean college students. The device most widely used to run Facebook was a smartphone (92.2%), followed by a desktop/laptop computer (6.14%), then a tablet PC (1.71%). It implies that the recent widespread use of smartphones contributed to the increase of Facebook users in Korea. 
Reliability and Validity of the Measurement Model
The scale reliability test is designed to evaluate internal consistency that refers to the degree to which a set of items of a scale are closely related as a group. Scale reliability is measured by Cronbach's alpha (or α). According to Nunally [54] , a scale whose Cronbach's alpha is 0.7 or above is considered to be reliable. In this research, the lowest and highest Cronbach's alphas are 0.754 (information cascade) and 0.921 (perceived ease of use), respectively. Thus, scale reliability does not appear to be an issue.
The validity test was conducted to assess two types of validity, including convergent validity and discriminant validity. Convergent validity refers to the degree of convergence seen when two attempts are made to measure the same construct through maximally different methods. Convergent validity is generally said to be supported if standardized factor loadings are 0.5 or above (preferably 0.7 or above), critical ratios are 2 or above, and average variances expected (AVE) are 0.5 or above [55] . Our measures satisfy the recommended thresholds as shown in Table 3 , and therefore convergent validity can be claimed. Discriminant validity tests whether concepts or measurements that are not supposed to be related are actually unrelated. We assessed discriminant validity by examining the correlation coefficients among the constructs under investigation, as shown in Table 4 . Hair, et al. [56] suggest that a model meets discriminant validity, provided that the minimum of average variance extracted (AVE's) is larger than the squares of between-construct correlation coefficients. As shown in Table 3 , the smallest AVE, 0.754, is for perceived usefulness, and its square root is 0.868. Meanwhile, the maximum between-construct correlation coefficient in Table 4 is 0.842, the correlation between attitude and perceived usefulness. Therefore, it was confirmed that the square root of AVE obtained for each construct was larger than was the correlation of the construct with each of the remaining constructs, confirming discriminant validity. Based on the results of these three validity tests, it was found that the validity of research constructs used in our study was acceptable. 
Hypotheses Testing
In order to validate the measurement model, we constructed a structured equation model and tested it using the Amos program. The result of the goodness of fit test turned out to be Chi-Square = 333.374, d.f = 188.023, Chi-Square/d.f = 1.773, GFI = 0.879, AGFI = 0.837, NFI = 0.897, and RMSEA = 0.058. Although some indices were below the recommended thresholds, the measurement model as a whole was acceptable (the following thresholds have been applied: Chi-Square/d.f = 3.0 or below; GFI = 0.9 or above; AGFI = 0.8 or above; NFI = 0.9 or above; RMSEA = 0.1 or below).
We conducted a path analysis for individual hypotheses. First, the results indicated that perceived usefulness (significance level: 0.001) and perceived ease of use (significance level: 0.01) each had a significant positive effect on attitude toward SNS use. Thus the hypotheses H1 and H2 were supported. Second, the three antecedents, namely attitude (significance level: 0.01), perceived behavioral control (significance level: 0.001), subjective norm (significance level: 0.001), and information cascade (significance level: 0.001) had a positive significant influence on behavioral intention to use a SNS. So hypotheses H4, H5, H6, and H7 were all supported. As a result, it was found that the all the six hypotheses were supported. The R 2 values denoting the extent to which a dependent variable is accounted for was computed to be 0.777 (attitude) and 0.661 (behavioral intention). The detailed results of research hypotheses testing are given in Table 5 and Figure 2 . The hypothesis path (or pathway) in Table 5 refers to the causal relationship between the two variables involved in a hypothesis. information cascade (significance level: 0.001) had a positive significant influence on behavioral intention to use a SNS. So hypotheses H4, H5, H6, and H7 were all supported. As a result, it was found that the all the six hypotheses were supported. The R 2 values denoting the extent to which a dependent variable is accounted for was computed to be 0.777 (attitude) and 0.661 (behavioral intention). The detailed results of research hypotheses testing are given in Table 5 and Figure 2 . The hypothesis path (or pathway) in Table 5 refers to the causal relationship between the two variables involved in a hypothesis. 
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In general, the ability of an information technology to enhance the work performance and quality of living for a potential user is increasingly becoming the basis for the adoption of the 
Discussion
Attitude and Its Antecedents
In general, the ability of an information technology to enhance the work performance and quality of living for a potential user is increasingly becoming the basis for the adoption of the technology. The primary aim of using a SNS is to build and maintain social relationships with acquaintances in a more effective manner. Hence, potential and actual users of a SNS like Facebook would perceive that the use of a SNS may help to maintain favorable relationships with their acquaintances. This perception is likely to lead to the formation of a positive attitude toward using the SNS on the part of the user. When it comes to using a SNS like Facebook, perceived usefulness refers to the degree to which the SNS adequately supports the user's social relationships with friends. Thus, our finding that perceived usefulness positively affects attitude reflects the expected aim of the SNS. Furthermore, as shown in the survey results, most Facebook users employ a mobile app to connect to social networks. Mobile phones are characterized by their mobility and portability. They enable a user to connect to a social network at any place at any time for information search and sharing. With rapid advances in smartphone hardware and software technologies, various user-friendly interfaces are increasingly emerging. It implies that today people can use new technologies with minimal learning requirements. That is, use of a SNS like Facebook would facilitate the user's sociability, thereby allowing the user to improve relationships with existing friends and to make more friends. Recent smartphone apps provide numerous features that make it easier than ever to use a SNS, and reinforce users' perceptions on ease of use. Therefore, our finding is consistent with the recent trend in mobile app technologies.
Behavioral Intention and Its Antecedents
It was found that attitude, subjective norm, information cascade, and perceived behavioral control all have a positive effect on behavioral intention to use Facebook. This finding is consistent with those of related studies. First, intention to use Facebook was found to be influenced by attitude formed after predicting and evaluating the outcome of using Facebook. That is, attitude towards Facebook use is a predictor of behavioral intention to use Facebook, and this is theoretically in line with TRA [57] . Second, intention to use Facebook was found to be affected by social pressures. A huge magnitude of changes introduced by information technology in recent years are making a profound impact on our day-to-day activities. Today, people are using the Internet and smartphones to build relationships with another individual or with a community at any place at any time [15] . For that reason, one needs to acquire and use a new technology or device to initiate and maintain social relationships. This digital capability required of an individual is no longer considered an option but a must imposed by social pressures. As a member of our society, an individual is subject to a social influence. Thus social pressures such as the subjective norm and information cascade appears to have affected intention to use Facebook. In particular, the information cascade was found to have a stronger effect on behavioral intention. This finding is consistent with that of Lin and Lu [58] who found positive relationships between network externalities constructs and continued intention to use a SNS. Use of a SNS used and recommended by a number of acquaintances would add to the network effect and enhance the quality of interpersonal relationships. Such perceptions of a user may have resulted in the finding that social pressures have a positive effect on the intention to use a SNS. Third, personal beliefs regarding the ability to use Facebook were found to have a positive influence on behavioral intention. It is a must to understand and learn to use information technology including desktop PC's, laptops, smartphones, and tablets in order to take advantage of Facebook and other SNSs. Today a majority of SNS users grew up with the Internet, Web, and mobile devices, and they are familiar with and confident about using the information technology. Such sense of personal confidence provides a user with an assurance that he/she is capable of securing and utilizing the resources and opportunities necessary to use the SNS. Therefore, a user's personal confidence and assurance concerning SNS use appears to have been reflected in the finding that perceived behavioral control has a positive effect on behavioral intention.
Conclusions
This research aims at identifying personal and social dimensions as antecedents to behavioral intention to use a SNS. To this end, we have conducted an empirical study using Facebook, a popular SNS. We formulated an integrative research model for SNS adoption, and tested the model using an online survey with a sample of 228 university students in Korea. We used the structured equation modeling technique to test our hypotheses.
The results of the empirical analysis point to the following answers to our research questions. First, RQ1 (What are the antecedents to intention to use a SNS?) can be answered in terms of personal and social influence dimensions. Personal dimensions were identified to be attitude toward SNS use and perceived behavioral control, whereas social influence dimensions include subjective norm as a normative social influence and information cascade as an informational social influence. Meanwhile, RQ3 (How do social and personal dimensions each affect intention to use a SNS?) may be answered by stating that personal and social factors all have a positive significant influence on behavioral intention.
The findings of this research suggest a few academic implications. First, this study proposed an integrative conceptual model of SNS use. Our model has incorporated subjective norm and information cascade as social influence dimensions as well as attitude and perceived behavioral control as personal dimensions. While in a related study, Kim [59] focused on the role of subjective norm in the continued use of a SNS, this research incorporated information cascades in addition to subjective norm as key social influences. This perspective is important in that an Oriental culture values social bonds more than a Western culture. Such a finding is expected to make a significant contribution to studies examining social and cultural characteristics of SNS's.
There are some practical implications to be drawn from the findings. The first implication is associated with perceived usefulness and perceived ease of use concerning the use of a SNS. Today a user-friendly interface is recognized as a central element in a user's successful adoption and use of an information system. Therefore, practitioners in a SNS business need to ensure that a user-friendly screen layout, an easy-to-use menu structure, and efficient navigation are in place. Furthermore, perceived usefulness of a SNS is closely related to the number of the SNS users. The greater the number of active users of the SNS, the more potential friends exist for dynamic information-sharing and thus the greater the value of the SNS. This will be enabled by the network effect that we examined earlier in developing a hypothesis related to information cascade. From the standpoint of a user, such benefits of joining and using a SNS are likely to function to increase perceived usefulness. Second, practitioners should keep in mind that an adoption and continued use of a SNS requires a user to satisfy both personal and social influence criteria: a positive attitude toward SNS use, strong subjective norm, perceived information cascade, and perceived behavioral control. Since it was found that behavioral intention is determined by social influence as well as personal factors, SNS businesses such as Facebook, Twitter, Instagram, and so forth need to come up with a marketing strategy taking into account social influences.
Despite the aforementioned implications, this research suffers from a few limitations. First, the sample of this study was confined to university students (both undergraduate and graduate), and thus it will be necessary to exercise care in interpreting the findings and discussing their generalizability. The youth in their twenties tend to exhibit collective behavior, and are subject to social influences. Therefore, we might have discovered different findings if we employed survey respondents in their forties or beyond. It will be desirable that future studies focus on uncovering the differences in behavioral responses to social influences between generations or between cultures. Second, it is suggested to rethink the antecedents to SNS use intention. Some of recent studies are introducing such measures as perceived enjoyment and perceived security in addition to perceived usefulness and perceived ease of use as antecedents of technology acceptance. In future studies, it would be worthwhile to identify drivers of behavioral intention in light of changes in the social and cultural environment, and test the drivers through an empirical analysis. Finally, the present study did not take into consideration the general characteristics of the sample that may have affected the intention to use a SNS. In order to render research findings more trustworthy, it would be desirable to include in the research model control variables such as gender, duration of Internet use, devices used, etc.
